The phenomenon occureds in Bima, one of the cities in Indonesia, today is the excessive purchase of goods with no benefit. Most of the people decide to buy thingd only to satisfy themselves. Bima people choose to purchase clothes toput them on their social media account and get recognition from others because of trends. This research is considered a new study on fashion trends that are always changing every year. The similar research is still limited. Therefore, the researchers also explain hedonic lifestyle of Bima people. This research uses a quantitative approach with 96 respondents. The contradiction coefficient results show a strong relationship between fashion trend and hedonic lifestyle and purchase decisions. Hedonist lifestyle partially effect the purchase decision, while the fashion trend has a positive and significant effect on the purchase decision
Introduction
Provocative and showing skin kind of clothes cannot define the beauty of people.
Wearing hijab can make people beautiful, fashionable, and keep up with the latest fashion developments. In the past only adult women who wear headscarves and even that were often said to be old school because the hijab is not newfangled and oversized. However, due to modern developments and advanced technology, the hijab trend has also changed very rapidly, and it is also happening in Bima.
These changes have a big impact on the culture, religion, economy and growth of the city. Recently, the hijab is not only an obligation for Muslim women, but it is also a trend favored by Bima teenagers, and even with the oversized hijab model, as is currently the trend. Previously the hijab was only limited to a head covering but now various types of hijab are ubiquitous, ranging from pashmina, box headscarves, long headscarves, short headscarves, and many other models. This shows that hijab is gaining ground recently. Also, nowdays people have many choices of hijab to choose that suits their personal style. This of course will impact on consumer decisions to purchase.
Shopping is also a lifestyle of someone in their daily lives, to fulfill their daily needs (Kotler and Keller, 2007 (Irani, et al. (2011) and Tifferet and Herstein. (2012) ). (Arnold, et al., 2003 and Gultekin, et al., 
2012)
Gultekin, B, Ozer, L (2012) reveal that consumers with hedonic motives have the potential to make impulsive purchases because the hedonic motive is based on adventure, satisfaction and emphasizes elements such as "fun" and "pleasure".
Fitriana (2015) 
Validity test
Validity test is used to measure the validity of a questionnaire (Sugiyono, 2015 Table 3 Tolerance values there are no independent variables that have a Tolerance value of less than 0.10 with the Tolerance value of each independent variable worth 0.836 so that it can be concluded that there is no multicollinearity between the independent variables in the regression model. 
Heteroscedasticity Test

d. Autocorrelation
Testing the presence or absence of autocorrelation in the dependent variable regression is done by checking the Durbin- 
Result
The first finding of this research is that fashion trends significantly influence the decision to purchase hijab clothes in Bima. These findings support the research of Sari, DN, et al. (2018) Gultekin (2012) revealed that consumers who go shopping without the intention to buy can be affected to buy when they browse the aisles and when they see a product they like, resulting in an impulsive purchase.
The latest findings from this study are the Fashion Trend and Hedonist lifestyle that has a simultaneous influence on simulations of the purchase of hijab clothing in Bima. This study supports the research of Junita, NDS (2018) who examines the influence of hedonic lifestyles, fashion involvement and in-store environment on impulsive purchases (studies on colorbox store consumers at the Boaton Kedaton Mall ) which revealed his findings that hedonic lifestyles, involvement fashion and the environment in stores, have an influence that increases consumers to make impulsive purchases COLORBOX stores at Mall Boemi Kedaton Bandar Lampung.
Conclusion
The results of hypothesis testing indicate that Hedonin's fashion and lifestyle trends have a positive and significant influence on purchasing decisions in Bima both partially and simultaneously. researchers can also conclude that the hedonic lifestyle, a dominant factor for the people of Bima in deciding to buy hijab clothing. that is, the decision to buy hijab clothes is not because the clothes are needed for benefits, but are bought only to please oneself and inner satisfaction.
Managerial Implication, Research
Limitation hopes that the Bima regional government can make rules to establish good Muslim dress code, so that the culture of dress in the Bima community can also be maintained
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